In this research, the questionnaire method was mainly used. As for variable design, we firstly used the relatively mature scale in related documents for reference. Based on the past research achievements, we made proper modifications in combination with the practical situation of this research, and finally formed the measurement indexes of all variables in combination with the opinions and suggestions of the adviser and marketing researchers. The variables involved in this research include the interaction, customer perceived value, platform trust, online shopping experience and behavioral intention etc.
INTRODUCTION
Online shopping experience refers to the consumer's experience in shopping by using the network. Consumers with different experiences have different attitudes and behavioral intentions towards products; besides, they handle information in different ways and form different attitudes, which will further affect their behavioral intentions. Pang and Chen proved through empirical researches that consumers' online shopping experience, personal income, ability to accept new things and other individual factors will positively influence the consumer confidence. Through researches, Lohse et al.found that consumers' longer time online would lead to the higher possibility in shopping online. Michael et al. thought the network use experience and familiarity with computer operation would influence whether they would make online shopping or not. Through researches, Moorman, Deshpande andZaltman found that experience affected the confidence(Zhuo, 2011); compared with inexperienced users, experienced ones had a lower confidence. After making investigations on online shop users, Gefen verified that consumers' familiarity with the sellers and shopping process would positively influence their customer confidence, and consumers' familiarity with the sellers and shopping process together with their confidence in the sellers would positively influence their shopping intention. This research uses the online shopping experience as the moderating variable to explore the influence mechanism of the interaction of platform-type B2C shopping website on customers' purchase intention (Chang et al., 2011) .
ANALYSIS ON THE INFLUENCE FACTORS OF B2C MODE ON CUSTOMERS' BEHAVIORAL INTENTION
The stimulus -organism -response (S-O-R) mode, which was proposed by Mehrabianand Russell (1974) based on the development of environmental psychology, thinks that an external stimulus affects an individual's internal state to further affect an individual's behavioral decision. In the S-O-R mode, a stimulus refers to a factor which can arouse or awaken an individual; organism represents the emotional and perceptive state, namely, the internal processing procedure and structure between the external stimulus and final response or behavior; the response refers to an individual's approach or avoidance behavior, is an individual's behavioral decision made based on the stimulus and organism, and represents the final result (Chen and Tang, 2006) . Some scholars have researched the relation between the interaction and customers' perception and behavior, which not only laid a foundation and provided a reference for follow-up explorations and discussion but also provided guidance and reference for marketing practice. Skacibergand Kimmel thought that the interaction and attractiveness of a website would directly influence the network users' virtual experience. Through researches on the customer relations in e-commerce, McKnight found that the activities and behaviors between a buyer and seller would play an assignable role in their trust and the interaction between a customer and an online seller would influence the customer's confidence in the seller. Through the researches on the interactions among consumers and consumer satisfaction, Amouldand Price found that the interaction among consumers would influence the consumers' satisfaction to some degree. Koufarisetal found through empirical researches that the interaction between consumers and websites would influence consumers' shopping enjoyment and concentration ratio. He thought that the delightful online shopping experience would affect the relation with customers and interaction helped to facilitate consumers' active experience. Based on the existing researches, this research thinks that the customers' interactions with shopping websites, online suppliers and other customers etc. under the platform-type B2C mode can affect their internal state and thus affect their behavioral decisions accordingly.
Based on the literature review and research objective, this research uses the interaction under the platform-type B2C mode as a stimulus based on the normal form of "stimulus -organism -response"; the interaction (including controllability, bidirectional property and responsiveness) influences consumers' perception and confidence to further affect consumers' behavioral intention (including purchase intention and recommendation intention); besides we also introduces shopping experience as moderating variable so that we can research the influence of interaction of platform-type B2C shopping website on customers' behavioral intention from the perspective of perception (Wang et al., 2009 ).
To sum up, the author built the theoretical model of this research, as shown in Online shopping experience refers to the consumer's experience in shopping by using the network. Consumers with different experiences have different attitudes and behavioral intentions towards products; Gefen verified that consumers' familiarity with the sellers and shopping process would influence their customer confidence, and consumers' familiarity with the sellers and shopping process together with their confidence in the sellers would positively influence their shopping intention. Gefen thought the online shopping experience played a role in regulating the perceptual behavior and behavioral intention. Chang & Chen found that consumers' online shopping experience plays a role in regulating the relation between the web-interface quality and customer satisfaction (Hang et al., 2007) . The web-interface quality consists of 4 dimensions which respectively the customization, interaction, convenience and website feature. II This research tries to consider online shopping experience as moderating variable so as to explore the influence mechanism of the interaction of platform-type B2C shopping website on customers' purchase intention. On this basis, this paper brought forwards hypotheses H6, H6a, H6b, H6c, H7, H7a, H7b and H6c:
H6: online shopping experience plays a role in regulating the relation between interaction and customer perceived value (Kuo and Tang, 2013) .
H6a: online shopping experience plays a role in regulating the relation between controllability and customer perceived value.
H6b: online shopping experience plays a role in regulating the relation between bidirectional property and customer perceived value.
H6c: online shopping experience plays a role in regulating the relation between responsiveness and customer perceived value.
H7: online shopping experience plays a role in regulating the relation between interaction and platform trust.
H7a: online shopping experience plays a role in regulating the relation between controllability and platform trust.
H7b: online shopping experience plays a role in regulating the relation between bidirectional property and platform trust.
H7c: online shopping experience plays a role in regulating the relation between responsiveness and platform trust.
The summary of research hypotheses in this paper is as follows, as shown in Table 1 :
Table1 Research hypothesis summary Interactive platform for the consumer trust has a positive influence H1a
Positive influence on consumers control platform H1b
Biphasic trust has a positive influence on consumer platform H1c
Responsiveness, trust has a positive influence on consumer platform H2 Positive influence on customer perceived value H2a
Communication has a positive influence on customer perceived value H2b
Responsiveness has positive effects on customer perceived value H2c
Interaction has a positive influence on customer behavioral intention H3
Control has a positive influence on customer behavioral intention H3a
Positive influence on customer behavioral intention to sex H3b
Responsiveness has positive effects on customer behavioral intention H3c
Customer perceived value has a positive influence on customer behavioral intention H4
Responsiveness has a positive influence on consumer platform H5 Platform trust has a positive influence on customer behavioral intention H6
Experience of interaction plays a role of regulating the relationship between custom H6a
The experience of controlling and the relationship between customer perceived value
H6b
Experience of biphasic plays a role of regulating the relationship between customer perceived value H6c
The experience of responsiveness and the relationship between customer perceived value H7 With experience of interactive platform plays a role of regulating the relationship between the trust
H7a
Experience of controlling and platform plays a role of regulating the relationship between the trust
H7b
Experience of bidirectional trust plays a role of regulating the relationship between sex and platform
H7c
Online shopping experience for responsiveness and platform plays a role of regulating the relationship between the trust
INVESTIGATION DESIGN
In order to guarantee the reliability and validity of the scale, we first carried out a small range of pre-investigation after questionnaire design was finished. In this research, we invited two experts in the online marketing fields to modify the scale, and meanwhile invited 6 consumers who got engaged in online shopping for a long time for test (Song and Ma, 2012) , and modified the test questions of scale so that there is no ambiguity in test questions and they can comply with the practical context and situation of online shopping. In this research, we first carried out a small range of investigation and issued questionnaires to our friends and classmates. During the investigation, totally 100 questionnaires were issued and 96 of them were taken back, including 86 effective ones. This paper analyzed the pre-investigation data with the SPSS19.0 statistical analysis software and formed the final questionnaire. 
Descriptive statistical analysis of pre-investigation
Through analyses on the mean value and standard deviation of all research variables, as shown in Table 2 , the result shows that the mean value of all research variables exceeds 4, indicating that the interviewees has positive inclinations towards the evaluation of test questions of all research variables. The standard deviation is basically controlled in the normal scope and is distributed rather reasonably.
Analysis on the reliability of pre-investigation data
In this research, SPSS19.0 was used to analyze data, and CITC (single item -population correlation coefficient) was used to purify the questionnaire. Besides, this paper will also use Cronbacli'a coefficient and standard deviation to measure the validity of questionnaire. It is generally thought that the Cronbach'a coefficient is higher than 0.7(Hinkin, 1998), so the questions are very reliable. When the two items (1. CITC is less than 3 and 2. A value can be increased if the item is deleted) are established simultaneously, the item can be deleted.
After analyses on CITC and reliability, it can be seen from Table 4-11 that the CITC value of question CON1 in the interaction CON scale is 0.152; its absolute value is less than 0.3; after the question is deleted, the Cronbach'a coefficient will increase from 0.779 to 0.789; thus, it meets the deletion standard. The CITC value of question MUT4 is -0.105; its absolute value is less than 0.3; after the question is deleted, the Cronbach'a will increase from 0.799 to 0.822; therefore, it meets the deletion standard. For this reason, to guarantee the reliability of research scale, questions C0N1 and MUT4 are eliminated; after they are deleted, the Cronbach'a increases to 0.833, indicating a high reliability, so it shows that the scale has a high internal consistency. In addition, it can be seen from the table that all the questions of other scales fail to meet the deletion conditions: single item -population correlation coefficients (CITC) are greater than 0.3; and the Cronbach'a coefficient will increase after any of such questions is deleted. Thus, the measurement items regarding customer perceived value (CPV), platform trust (PT), online shopping experience (OSE) and behavioral intention (BI) all fail to meet the deletion standard so all of them should be reserved. After treatment, all CITC values in the scale exceed the standard of 0.5 so the remaining measurement questions have a high internal consistency.
Analysis on exploratory factors of pre-investigation data
The exploratory factor analysis (EFA), which is a frequently-used measurement, development and statistical method, analyzes main extractable factors by using the exploratory factors, and can avoid the co-linearity problem because it makes analysis with the main factors. Before exploratory factor analysis, it is required to detect the fitness of factor analysis, namely KMO test and Bartlett's test of sphericity. Kaiser thinks that when KMO approaches 1, it is more suitable for factor analysis; if KMO is lower (Kuo and Chen, 2012) , it is more unsuitable for factor analysis. Through the above reliability analyses, it is required to carry out factor analysis on the rest questions after purifying and analyzing the interaction scale so as to determine whether the questions need to be adjusted to guarantee high construct validity. In this research, the principal component analysis (PCA) was adopted and Varimax rotation was used to extract factors whose characteristic root is greater than 1 for EFA. From the table, it can be seen that the KMO value is 0.785, which is greater than 0.7; it also passed the Bartlett's test of sphericity, indicating that it was suitable for factor analysis. From Table 4 -16, the total amount of variables of explained variance is 65.038%, which exceeds 50%, so it shows that the factors extracted can well explain the measured variables would influence the customer's confidence in the seller. Through the researches on the interactions among consumers and consumer satisfaction, Amould&Price found that the interaction among consumers would influence the consumers' satisfaction to some degree. Koufarisetal found through empirical researches that the interaction between consumers and websites would influence consumers' shopping enjoyment and concentration ratio. He thought that the delightful online shopping experience would affect the relation with customers and interaction helped to facilitate consumers' active experience. Based on the existing researches, this research thinks that the customers' interactions with shopping websites, online suppliers and other customers etc. under the platform-type B2C mode can affect their internal state and thus affect their behavioral decisions accordingly.
CONCLUSION
This paper systemized and analyzed the existing documents concerned and achievements, brought forward the interaction under the platform-type B2C mode -theoretical model and relevant hypotheses of customers' behavioral intentions, and carried out empirical explorations and analyses to make the conclusion below:
(1) The interaction (including controllability, bidirectional property and responsiveness) is significantly correlated to the customer perceived value and has a positive significance influence on the customer perceived value. In the internet environment, consumers' constant interactions with shopping websites, online suppliers and other consumers will further influence their experience and perception.
(2) The interaction (including controllability, bidirectional property and responsiveness) is significantly correlated to the PT and has a positive significance influence on the PT. The mutual active interactive experience and perception helps to increase the consumers' propensity to trust and thus to further influence their behavioral intention and decision.
(3) The platform has a meditating function between the interaction (including controllability, bidirectional property and responsiveness) and customers' behavioral intention. The platform has part of meditating function among the responsiveness, controllability and customers' behavioral intention while it has a complete meditating function between the bidirectional property and consumers' behavioral intention.
(4) The online shopping experience doesn't play a significant regulating action on the interaction, customer perceived value and platform trust. As verified in researches, whether consumers' individual online shopping experience is rich or not won't regulate the relation among the interaction, customer perceived value and platform trust; this may be related to consumers' risk preference, consumption tendency and habits etc.
